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Penelitian ini dilatarbelakangi dengan fenomena penggunaan brand ambassador oleh 
pemasar. Brand ambassador dianggap dapat mempersuasi khalayak melalui 
kredibilitas dan daya tariknya. Shopee menggunakan sosok penyanyi legendaris Didi 
Kempot sebagai brand ambassador untuk promosi Shopee 2.2 Men Sale. Hal yang 
menarik untuk dikaji adalah apakah kredibilitas dan daya tarik Didi Kempot dapat 
mempengaruhi keputusan membeli. Untuk itu, penelitian ini bertujuan mengetahui ada 
tidaknya pengaruh kredibilitas dan daya tarik Didi Kempot terhadap keputusan 
membeli Shopee 2.2 Men Sale. Acuan teori penelitian ini adalah Elaboration 
Likelihood Model untuk melihat bagaimana proses penerimaan pesan yang 
disampaikan komunikator diproses dengan rute central atau peripheral. Selain itu, 
didukung dengan konsep kredibilitas, daya tarik dan keputusan pembelian. Penelitian 
ini bersifat eksplanatif menggunakan metode survei. Populasi adalah followers akun 
Instagram @Shopee_ID, sampel diambil secara purposive sebanyak 200 orang. Data 
dikumpulkan melalui kuesioner online, dianalisis dengan menggunakan uji regresi 
berganda. Hasil uji hipotesis membuktikan kredibilitas dan daya tarik Didi Kempot 
berpengaruh signifikan sebesar 13.5% terhadap keputusan pembelian pada Shopee 2.2 
Men Sale. Secara parsial, hanya variabel daya tarik yang berpengaruh secara signifikan. 
Kemungkinan besar Didi Kempot baru menjadi brand ambassador Shopee pada awal 
tahun 2020. Hasil ini menegaskan faktor seperti pesan yang disampaikan dalam 
promosi, insentif promosi yang diberikan dan word of mouth dapat memengaruhi 
keputusan membeli. 
 





THE IMPACT OF DIDI KEMPOT’S CREDIBILITY AND ATTRACTIVENESS 
AS A BRAND AMBASSADOR TOWARD PURCHASE DECISIONS ON 






This study is upbrought by the phenomenon of the use of brand ambassadors by 
marketers. By using brand ambassadors, marketers want to persuade the consumers 
through their credibility and attractiveness. Shopee Indonesia chose Didi Kempot as 
their brand ambassador in the beginning of 2020 to promote Shopee 2.2 Men Sale. The 
compelling object to be researched is the impact of credibility and attractiveness of 
Didi Kempot toward purchase decisions. The purpose of this study is to find out if Didi 
Kempot’s credibility and attractiveness affected the consumers purchase decisions on 
Shopee 2.2 Men Sale. The theory used as reference in this study is Elaboration 
Likelihood Model, to analyze how do the audiences process the message from 
communicators, whether with central route or peripheral route. Furthermore, this 
research is also supported by credibility concept, attractiveness concept, and purchase 
decisions concept. Type of the study is explanative with survey method. The population 
of this research is the followers of @Shopee_ID Instagram account. Samples are taken 
with purposive methods with distributing questionnaires to 200 respondents. The 
hypotheses are tested with multiple regression analysis. The result shows that Didi 
Kempot’s credibility and attractiveness impacted purchase decisions on Shopee 2.2 
Men Sale of 13,5%. Partially, attractiveness plays the significant role in affecting 
purchase decisions. This indicates that there are some other factor that affecting 
purchase decisions, such as the message itself, or the incentive of the promotion. Most 
likely, using Didi Kempot as Shopee’s new brand ambassador in a short amount of time 
is also the reason why his credibility and attractiveness were not very influential. 
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